
CITY OF MINNEAPOLIS 

Citywide Organics                         
Recycling Roll-Out:                 
Education, Outreach and its Impacts 
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Current Program Statistics 

10/5/2016 Opt-in rate: 39.93%  

• 42,648 dwelling units of 106,803 

 

As of 10/3/2016: 

• 33,281 stops received small organics cart 

• 995 stops received a medium organics cart 

 

• Over 1,400 residents switched to small garbage 
carts since organics program roll-out began 
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Communications Messaging 

• What are organics?  

• How do I participate? 

• When can I start?  

• Why should I participate? 

• How is compost                                                            
beneficial? 
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Communication Methods ‘15 
• Direct mail 

• City website 

• Social media 

• Billboards (still and digital) 

• City TV channels, YouTube 

• Videos (English, Spanish, Hmong, Somali) 

• Newsbites (Council Member newsletters) 

• On-hold messages 

• Neighborhood & Community                                            
events, newsletters, websites 

• Internal call center 
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Direct Mail: April 2015 
• Phase I and Phase II:  

• It’s easy as 1,2,3 Brochure  

• Personalized Letter: “When do you start” 

• “Sign Up Now” Postage Paid Reply Card                                                           
(to those who have not signed up yet) 
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Direct Mail: August 2015 

• Postcard mailed to those who had not yet signed 
up to participate. 

• Mailed to 74,774  

   households 

• Directs to call or  

   email to sign-up 

• Not as effective                                                                        
as we hoped 
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Communication Impact on Sign-ups 
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Welcome Kit 
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Compostable Bag Starter Kit 



Home Setup Tips Guide 
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Field Driven Education 

• Collection Crews 
• Educational tag left on cart when issues with set-out 

• Wrong bags / Unbagged – 182 (<1% of customers) 

• Contamination – 342 (<1% Customers) 

• Follow-up notification mailed to resident 
 

• Field Staff 
• One-on-one                                                                                

resident                                                                                
education  
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Public Education 

• Outreach at Neighborhood and Community Events 

• Targeted outreach to low                                                                                

   sign-up neighborhoods 
• Received 1,000 kitchen pails                                                                                                                                

from compostable bag vendor 

• Give to residents who have                                                                                         
not signed up as additional                                                                                
incentive to participate 

• Outreach to Neighborhood & Community Groups 
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• Participation 
• 128 residents have signed up   

since April 9, 2016 

 
• Block Leaders Responsibilities 

• Share City recycling updates with 
neighbors 

• Organize low-waste National 
Night Out event 

 

• Resources available 
• Regular email updates 
• Brochures, lawn signs, stickers 
• Access to recycling staff 
• Guide for planning low-waste 

events 
12 

Recycling Block Leader Program 



Communication Methods ‘16 

• All methods from 2015 

• Paid Advertising Campaign that included*: 
• Truck signage 

• Bus and Bus shelter 

• Print 

• Digital 

• Social Media (Facebook ads) 

• Radio 

• Direct Mail 

• Events 
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* Funding for ad campaign from SCORE funds dedicated to organics programs 



Truck Signage  



Truck Signage  
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Bus Shelters 

• 28 placements by specific location 
• 10 placements by zip code 
• 150,835 impressions per panel per             

month*  
• Over 9.3 million impressions total 
• Ad style: family photos 

* Impressions from Adults 18+ 



Bus Interior  

• 220 interior car cards 
• Placement by Garage  
• Garage used determines service area 
• Over 1.5 million impressions* 
• Ad style: Program branding (carts) 
 

Bus Exterior  
• 36 exterior bus tail ads 
• Placement by Garage  
• Garage used determines service area 
• Over 4.4 million impressions* 
• Ad style: Program branding (carts) 
 

* Impressions from Adults 18+ 



 
 

Print Advertising 
• 10 News Publications 

• Cultural  
• Neighborhood  

• Digital ad on all neighborhood news 
websites 

• More print ads dedicated in areas with 
lower organics sign-up rates 

• Over 500,000 copies  
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Print Advertising (cont.) 



 
• 16 News Websites, plus extended reach   

• Mainstream TV  
• Star Tribune 
• Neighborhood  
• Cultural 
• Extended Reach Advertising 

• Geo-targeted  
• Combination of still, video, and pre-roll 

ads 
• Mobile and Desktop  
• Over 6 million impressions 

Digital Advertising 



Social Media (paid)  

January 2016: Two paid Facebook 
ads to encourage sign-ups before 
February 1 deadline 
 

January 11 – 23 ($200) 
• 95,873 total reach 
• 51,000 views; 333 shares 
• 689 likes; 58 comments 

 

January 24 – 31, 2016 ($100)  
• 43,153 total reach 
• 17,000 views; 119 shares 
• 166 likes; 15 comments 

 

May – July 2016 
• $500 in additional Facebook ads 
 

 



• 11 Stations 
• Cultural  
• Mainstream  
• News  

• Over 1,000 on-air spots with 4 or more on-air interviews 
• Nearly 300 on-air bonus spots provided, with several 

more to be included closer to campaign airing  
• Over 5 hours of collective air time 
• Nearly 6 million impressions 

Radio 



Direct Mail  

• Pre-translated into 4 major 
languages 

• “Sign Up Now” Postage Paid 
Reply Card 
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Organics Recycling Events 
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• Door-to-door in areas with lower 
than average sign-ups 

• Survey & educate residents 
• Promote sign-ups 

• Average of 18 new sign-ups     
each week (20 hours door 
knocking per week) 

• Answer questions 
• Provide resources 

• Yes/No lists 
• Stickers 

 
• Results will be used to identify 

barriers to participation 
 
 

Outreach through Interns   
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Online Sign up Form 
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Word of Mouth 
30% 
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15% 
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Ad Campaign Measurement Period:  5/23/16 - 7/17/16 

Ad Campaign All Methods 
Summary 



Ad Campaign Paid Methods 
Summary 
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Door-Knocking 
27% 

Organics Mailers  
26% 

UB Insert  
18% 

Outdoor (Bus/City Truck) 
4% 

Print Ads 
3% 

Facebook 
3% 

Web Ads 
3% 

Radio Ads 
16% 

 
 

Outdoor Responses 
On Bus: 11 
Not Sure: 7 
City Truck: 1 
In Bus: 0 
Bus Shelter: 0 
 
Web Responses 
Star Tribune Ad: 6 
N'hood Site Ad: 3 
TV News Site Ad: 4 
 
Radio Responses 
Not Sure: 26 
News Stations (2): 16 
Music Stations (8): 37 
 
 

Ad Campaign Measurement Period:  5/23/16 - 7/17/16 



Cost per sign-up 
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Paid Advertising Method 
Extrapolated Sign 

Ups* Total Cost 
Estimated Cost Per 

Sign Up  
Utility Bill Insert (Jun 2016) 168 $1,400 $8.32 
Radio Ads 176 $84,522 $479.95 
Door-Knocking (2 
Interns)** 135 (Actual) $5,107 $37.83 (Actual Cost) 
Print Ads 33 $19,557 $584.88 
Outdoor (Bus/City Truck) 42 $47,713 $1,126.52 
Facebook 29 $578 $19.95 
Web Ads 29 $54,258 $1,872.31 
Direct Mailers*** 259 $82,138 $316.70 

*Extrapolated sign ups include 720 residents who completed "how did you hear about organics recycling" form and extrapolated 
responses from additional 850 residents who signed up during ad campaign but did not complete "how did you hear about organics 
recycling" form. 
**Door-Knocking Sign ups are actual numbers of residents who signed up directly with interns while door-knocking. 
***No direct organics mailers were sent during the ad campaign measurement period.  
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Sign ups March – October ‘16 
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Recommendations 

• Know your target audience and best methods to reach them 
• Reach customers often 
• Keep message simple 
• Use multiple promotional methods 
• Measure success of approach and adjust when needed  

Next Steps 
• Equity evaluation 
• Use data from ad campaign and interns to evaluate effective 

tools 
• Continue work with cultural communities in new ways 



CITY OF MINNEAPOLIS Questions? 

Kellie Kish 

kellie.kish@minneapolismn.gov 

 

Laura Horner 

laura.horner@minneapolismn.gov 
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